For the last two decades, there has been an ongoing research concerning the international new ventures (INV) or born global (BG) companies which are rapidly entering foreign markets. They face challenges connected with their marketing activity, because they launch relatively more product innovations in a shorter time than the gradually internationalized companies (GRAD). The entrepreneurial marketing (EM) concept could become a solution to some of these challenges, because of a greater entrepreneurial intensity (EI) and different decision-making approach than "classical" marketing concept. This study's aim is to analyze the EM concept and application of its elements by the INVs originating from Poland. Based on two computer-aided telephone interview (CATI) studies of INVs from the Polish industrial processing sector, the central elements of EM, applied by them, are explored, together with their relationship to INV performance. As it is shown, the INVs introduce significantly more product innovations than the gradually internationalized small and medium sized enterprises (SMEs). They often exceed competitors in the speed of launching innovations and are flexible in entering new markets. The entrepreneurial orientation (EO) indicators are at low to medium levels in all studied SMEs. However, the propensity to risk is slightly stronger in the INVs and correlated moderately with the financial performance. As the study shows, lack of emphasis on marketing planning and information gathering is the characteristic of the Polish INVs, which may testify to their effectual approach to decision making. Furthermore, similar as in the foreign-based INVs, there may exist a relationship between the application of the EM concept and performance of the Polish INVs, which, however, requires further study with respect to some mediating factors. It has been concluded that innovativeness of the product offering and propensity to risk seems to be the characteristic EM concept elements accompanying the rapid internationalization of INVs. The future research should focus on other elements of the EM-mix applied by INVs originating from emerging economies.
Introduction
There has, recently been an increase of scientific interest in the internationalization of small and medium sized enterprises (SMEs) and their activity on the foreign markets. As some internationalization studies show, among the small internationalizing companies, which often lack sufficient funds and experience, the challenges The majority of quoted EM definitions recognize innovativeness as one of the concept's crucial elements. Innovative marketing in SMEs is wider than simply product innovation, it covers the whole range of marketing activity within an enterprise (Gilmore, 2011) . According to Becherer et al. (2008) , innovation-focused marketing actions allow the firm to concentrate on new ideas that lead to new markets, products, or processes. Product innovation seems to play a crucial role in the SME internationalization (Hollensen, 2011) . The successfully internationalizing SMEs are often characterized by flexibility in responding to customer requirements, leading to innovations in their offering and to entering new, geographically distant markets. The importance of this kind of approach to innovativeness was also confirmed by other studies of the Polish BG (Danik, Duliniec, & Kowalik, 2016; Danik & Kowalik, 2015) . The results of the qualitative study of 10 Polish INVs mentioned above have shown that the maintenance of high product quality and customer focus was treated by managers/founders as key success factors in competition with other internationalized SMEs.
Another element of the EM concept is the international EO, which measures the extent to which the firm's strategic leaders are proactive, innovative, and risk taking in the exploitation of export marketing opportunities (Kocak & Ambibola, 2009 ). The EO has been measured in numerous studies, among which relate to international entrepreneurship regard special attention. Weerawardena (2003) and O'Cass and Weerawardena (2009) have applied an international entrepreneurship scale, also called entrepreneurial intensity (EI) scale, which was based on the conceptualization of McDougall and Oviatt's definition (2000) of international entrepreneurship. It contained statements regarding the company approach to competitors, opportunities, risk-taking, and innovativeness. The elements of that scale, regarding EI, are used in this study.
Another element connected with EM application is the characteristic decision-making style, included in the definitions as effectual action (Beverland & Lockshin, 2004) . The so-called effectuation logic has been described by Sarasvathy (2001) in an opposition to "traditional" causation logic. Effectuation logic is characterized by emergent strategies and includes a selection of alternatives based on loss affordability and strategic alliances (Read, Dew, Sarasvathy, Song, & Wiltbank, 2009) . It is connected with little planned action and little or no formal marketing research activity. Effectuation logic suits situations with high risk and uncertainty, while causation logic is more suitable when the future is predictable. In particular, Andersson (2011) has noticed the applicability of this approach to the analysis of BG internationalization. According to his findings, the BG companies do not need the complicated analytical, planning, and control activities for functioning. The entrepreneur-managers' mindset which is called global-vision and their ability to spot opportunities in an international environment are crucial for these companies' success. Moreover, in a study of nine BG companies (Mort et al., 2012) , the authors found that a strategy based on an effectuation approach, which was substantially different from conventionally accepted marketing undertaken by established firms, contributed to the achievement of superior market performance in these small firms.
Taking into account the studies mentioned above and the earlier research on the INVs originating in Poland, it is supposed that the crucial elements of EM concept for these INVs in the international environment are innovativeness and EO. Moreover, it is suspected that on the foreign markets, which are characterized by a high level of turbulence and competitive intensity, the Polish INVs may apply effectual approach to marketing decision making. Therefore, the following hypotheses for study are suggested:
H1: The development of innovations influences the INV performance on the foreign markets; H2: Product innovations are more important for the INVs than innovations concerning other marketing-mix elements; H3: The EI influences the INV performance on the foreign markets; H4: Causal approach to decision making is less frequent in the INV activity than effectual approach.
Materials and Methods
To explore the hypotheses, the data gathered during two research projects carried out in Spring 2013 and Autumn 2014 at the Warsaw School of Economics have been used. The projects aimed at studying the processes of early internationalization of the Polish SMEs. Two samples of Polish SMEs had been included in the studies. The firms were selected according to the criteria formulated by Knight, Madsen, and Servais (2004) , concerning BG companies. They were Polish-based and owned SMEs, which have undergone rapid internationalization (within three years from founding) and have reached at least 25% share of export sales in the total turnover in the first two years from internationalization beginning. They all belonged to the industrial processing sector of the Polish Classification of Activity and represented its diverse branches (see Table 3 ).
In 2013, 256 INVs were drawn to join the sample out of the general population of 18,732 SMEs in the available database, with use of randomized algorithm in the software for telephone surveying. In 2014, by means of the same methodology, out of 19,594 records, 105 INVs and 128 gradually internationalized SME companies (GRAD) were drawn.
1 Following this selection, CATI interviews with export managers/sales directors of the companies were conducted. 2 The interviews lasted about 25 minutes; they contained closed, semi-open, and open questions regarding internationalization forms, product strategies, and performance on the foreign markets of the studied companies. In 2014, the questionnaire from 2013 was used in a slightly modified (extended) version. The innovativeness of the studied companies was measured by means of several questions: (a) The companies were asked if they have introduced any innovations in their products or processes; (b) examples of such innovations were cited; (c) the speed of innovation introduction was assessed; (d) the companies were asked if they exceed the competitors with respect to product development and adaptation processes; and (e) if they exceed the competitors with respect to the speed of new product launch (answers to (c), (d), and (e), measured on five-point Likert scales). In addition, in 2014, two questions were included, concerning introducing innovations in the distribution policy and in the promotion policy (dichotomous scales).
The EI was measured by the statements, displayed in Table 1 , adapted from Weerawardena's scale (2003) .
To learn about the INV decision-making activities, the companies were asked if "on their export market, considering their main product, compared to their main competitor, they are better at … marketing planning". Moreover, the results concerning the frequency of research conducted before entering new markets were considered as indicator of the approach to planned decision making.
The performance of studied companies has been measured with several indicators. The general performance was measured as a response to the statement "taking into account the situation on local and international markets, they can claim that their company is successful compared to competitors" (answers on a scale: from 1-"definitely no" to 5-"definitely yes"). The financial performance was measured as a response to a statement: "Taking into account the financial indicators (e.g. profitability) of their company, they can claim that it is successful compared to competitors" (answers on a scale: from 1-"definitely no" to 5-"definitely yes"). In addition, in 2014, the following indicator was included: "Please asses the state, in the last two years, of the general financial situation of your company" (three-point scale ranging from: "1"-"loss" to "3"-"profits").
Table 1 Entrepreneurial Orientation Indicators Used in the Study

Indicator
Statements in the questionnaire* P.1 Statement (1): In dealing with our competitors we use the "live-and-let live" approach… Statement (2): In dealing with our competitors we have a very competitive "beat-the-competitors" posture.
P.2 Statement (1): In foreign market activity we undertake high risk ventures, if there are chances for high return… Statement (2): In foreign market activity we avoid risky ventures, even if there are chances for high returns.
P.3
Statement (1): In foreign market activity we often undertake "aggressive" actions, to make our competitors respond… Statement (2): In foreign market activity we try not to initiate "aggressive" actions, and rather adjust to the competitors' moves.
P.4
Statement (1): Before entering a new foreign market we undertake research concerning the chances of success on that market… Statement (2): Before entering a new foreign market or engaging in cooperation with a new partner we do not research the chances of success on that market.
Note. * The answers to above questions were measured on five-point semantic scales.
Results
Innovativeness of the INVs
The following results regarding the innovative activity of INVs were obtained. Of the 256 companies studied in 2013, 161 (63%) admitted that they have introduced innovations in their products or processes (see Table 2 ). Moreover, 65 (25%) of them introduced innovations to the market in a faster way than their competitors. It is also worth mentioning that 110 (43%) companies claimed that their products were more technologically advanced than competing products, and the offerings of 62 (24%) studied that INVs lacked similarity to any other products currently on the market. Notes. * includes: new products, new packaging, improved functionality, product's new form, and shape; ** includes: improving the production process, reducing the energy intake, and using more sophisticated production processes.
Innovativeness of INVs can also be expressed by their high flexibility in considering alternative markets. In the 2013, sample 44 (18%) companies indicated that their main product offered on export markets was different from the basic branch of local activity. The examples of such export products included: furniture and metallic goods offered by plastic articles manufacturers or electrical equipment and building services offered by timber and cork goods producers (see Table 3 ).
In the study of 2014, innovation types introduced by the INVs were analyzed and compared with those introduced by GRADs (see Table 4 ). Two more questions regarding innovative activity were also added, i.e. (1) "Does the company introduce any innovations in its distribution channels" and (2) "does the company introduce any innovations in forms of promotion". It has been found that INVs introduced significantly more product/production technology innovations than the GRADs, and significantly less marketing/promotion innovations than the GRADs. The numbers of companies introducing innovations in their distribution were low among both types of companies studied. Thus, the results concerning product innovations of INVs provide support for hypothesis 2. Note. * in column "3" and the numbers of companies from column "2" who changed their products for export markets are included.
In course of further study, to assess if there is any relationship between innovativeness and performance of the INV, correlation analysis of the innovativeness and performance indicators was conducted (Table 5) .
The results in Table 5 show that in 2013, these INVs which exceeded the competitors with respect to product development and were faster at product launch, had better general and financial performance indicators, than the rest of studied INVs. However, the correlation strength between the indicators of innovativeness and performance is quite low. Moreover in 2014, also the occurrence of product and process technology innovations in the INV group was correlated with their performance. Such a correlation was not found in the GRAD group. Thus the results concerning innovative activity of INVs, shown above, provide partial support for hypothesis 1. Notes. * statistical significance at 0.05 level; ** statistical significance at 0.01 level (two-tailed); and *** only these indicators are included, for which significant correlation results were obtained.
Entrepreneurial Intensity of INVs on the Foreign Markets
The EI indicators, concerning the SME companies, were measured only in the study of 2014. In all studied SMEs, the international EI indicators were at low to medium levels (Table 6 ).
Indicator P.1 displayed the lowest level, meaning that on average in the 2014 sample, the companies used a "live and let live approach" towards competitors; moreover, the skewness level testifies that there were many companies with level of P.1 even below the mean. The EI indicators' values differed significantly among company types only by the propensity to risk (P.2), the studied INVs had higher propensity to risk than GRADs (t-test of independent samples: t = 2.259, p = 0.025). Moreover, the propensity to risk was correlated moderately with the financial performance indicators, but only in the INV group (Pearson correlation P = 0.331, p = 0.001 for the indicator of financial performance compared to competitors; P = 0.292, p = 0.004 for the indicator of general financial results). Thus, hypothesis 3 was supported only with respect to one dimension of EI.
Decision-Making Approach
In both 2013 and 2014, the studied companies were asked to evaluate their marketing planning activity by comparing it with that of their competitors. In 2013, only 18% of studied companies admitted that they were better at marketing planning than their competitors; in 2014, only 21% said so (42% of the studied companies did not comment on their marketing planning at all). Moreover, in 2014, the INVs were considerably weaker with respect to marketing planning, than the GRADs (t-test, Table 7 ). Note. * indicators: P.1-dealing with competitors, P.2-propensity to risk, P.3-aggressiveness towards competitors, and P.4-foreign market research. Source: Own elaboration.
Table 7 Comparison of Marketing Planning Activity in Different Company Types (T-Test of Independent Samples)
Company type N Mean Std. dev. Std. error of mean Company has advantage in marketing planning compared to competitors (Scale "1"-"definitely not" to "5" -"definitely yes") Considering the decision-making style, it is also important to refer to the managerial information-gathering indicator (see Table 6 , indicator P.4). As it has been found, 56.2% of the studied companies admitted that they did not research the chances of success before entering the foreign markets. Moreover, no significant difference between INVs and GRADs was found, concerning this indicator, and its mean level on a 1-5 scale was 3.5 (see Table 6 ). Thus, the above results support hypothesis 4.
Discussion
According to the international entrepreneurship literature, innovativeness is a central element of the EM concept applied in the international environment. A study by Mort et al. (2012) , comprising cases of nine BG firms, has shown that introducing customer-intimacy based innovative products is one of the key EM strategies.
These authors underlined that studying the EM concept within the INVs is appropriate and they have also identified three more strategies of EM, including opportunity creation, resource enhancement, and legitimacy. Another study, concerning four Finnish INVs, has shown that the core elements of EM strategies in these companies were: innovativeness (value innovation, co-created marketing, and low-cost marketing) and adaptation to local markets. Greater turbulence in the environment seemed to push for even more innovative marketing strategies of the INVs (Hallback & Gabrielsson, 2013) . Furthermore, Read et al. (2009) who focused in their study on marketing decision making in entrepreneurial settings have shown that entrepreneurs are distinguished from inexperienced managers by flexibility in considering more alternative markets, even at the cost of product or strategy change.
The presented study has confirmed the above findings in relation to the Polish INV, i.e., they are innovative with respect to their products and flexible in entering new markets. However, the level of innovativeness of their promotional and distribution activity is low. Even the GRADs display significantly higher innovativeness regarding promotional activity than INVs. Perhaps the explanation is that the product concept is of special importance for the INV entrepreneurs included in this study and they do not have sufficient resources for promotional activity development. Moreover, the approach to promotion, typical of EM concept application, concentrates on direct contacts with customers (Gilmore, 2011) , which are probably not treated as "innovative promotional tools". Furthermore, a study comprising 560 SMEs from the Turkish manufacturing industry (Hacioglu, Erenc, Sule Erenc, & Celikkand, 2012) has revealed that all dimensions of EM, including innovativeness, were positively related with the performance of these companies. Also Mort et al. (2012) have found that EM contributed to the achievement of superior market performance in the BG SMEs. Only a partial confirmation of the above findings has been found, because the correlation of innovativeness with the performance of Polish INVs was at a low level. However, some authors have suggested that the high marketing performance of an INV results from the fit between the degree of innovativeness of marketing strategies and the internal and external context in which these strategies are implemented (Hallback & Gabrielsson, 2013) . Perhaps in some of the sample companies, the environmental factors did not stimulate high innovativeness of their products, which led to such study results. Therefore, the mediating factors, concerning the Polish INVs' innovative activity influence on performance, require further analysis. Also, the indicators of innovativeness (number, type of innovations, and the speed of their launch) which has been used, may require changing.
The EO of rapidly internationalizing companies has been examined, among others, in studies by Mort et al. (2012) , Kocak and Ambibola (2009 ), O'Cass and Weerawardena (2009 ), and Weerawardena (2003 . It has been found that EO influences positively the performance of such companies and it has been suggested that "entrepreneurial effort" is a key driver of SME internationalization. In this study of the 2014 sample, the EI indicators were at a low to medium level. These findings may suggest that these EO elements are not as important for the Polish INVs as for the foreign-based ones. Perhaps the EO in the Polish INVs should be measured with an altered scale, putting more emphasis on proactiveness and attitude towards risk (Anderson, Kreiser, Kuratko, Hornsby, & Eshima, 2014) . However, the considerably higher level of risk-taking activity of the INVs versus GRADs and its correlation with performance, shown in this study, may suggest that this factor of EO is of special importance for rapid internationalization.
As for the decision-making approach of the INVs, it was mentioned before, that the lack of marketing planning and information gathering is the characteristic of such companies (Luostarinen & Gabrielsson, 2006) . Moreover, often these firms are not conscious of international knowledge and experience deficiencies at the outset of international activity, due to their managers' excessive optimism and overconfidence (Liesh, Welch, & Buckley, 2011) . This lack of information or incorrect information about foreign markets may lead to "effectual approach" to decision making and cause implementation of emergent strategies. In this study, not only the INVs but also the GRAD companies had low competency regarding marketing planning and displayed low levels of information-gathering activities. Perhaps these results point to lack of experience and overconfidence of the managers. However, they are also in line with the effectuation approach described by Sarasvathy (2001) , when in decision making, all that is known by the manager is the company's set of competitive advantage factors and personal skills/relations, which could lead to a potential success, when operating under a given set of circumstances in the international environment. Similarly, in an earlier, qualitative study of 10 Polish INVs, it was found that the so-called "sensemaking activities" of the founders were especially important for setting up the companies and for early stages of their development (Danik et al., 2016) . In the majority of those cases, the sensemaking included mainly the clear vision of the founder regarding the potential success of his unique product/service, in connection with his previous experience or the understanding of current global trends. It may be supposed that a similar approach to marketing decision making was used by the Polish INVs described in this study. It is also compliant with the INVs' relatively high propensity to risk, which has been shown above.
Conclusions
The presented study is one of the first concerning the marketing activity of the INVs conducted in an emerging market setting. It indicates some characteristic elements of the EM concept, which are applied by the INVs from a Central-European market. The majority of internationalizing SMEs which have been studied applied some degree of EM practices, however, product innovativeness and propensity to risk seem to be characteristic especially for the rapidly internationalizing SMEs. Taking into account the research question posed in the introduction, it has been concluded that these elements differentiate the INVs from the gradual SME exporters.
The limitation of this study is that it was conducted as part of a project aimed at characterizing the early internationalization processes among the Polish INVs. Therefore, the results regarding elements of EM concept have an exploratory nature. However, they constitute an important indication for future research. The prospective studies should focus on other elements within the EM concept, employed by the Polish INVs, for example, similar as in research projects conducted abroad, it is worth studying the whole marketing-mix applied by the INVs (Martin, 2009) . Moreover, to fully describe the decision-making processes in INVs, a further study is needed, concentrating on the managerial characteristics in the Polish INVs.
